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PaloAltoGreen Program

Brian Ward
Successful Green Pricing Program 
Design, Marketing and Management to Achieve Sales

December 4, 2006
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Success to Date

PaloAltoGreen History and Accomplishments

History
Future Green Launch (Earth Day 2000): 200 Participants
Reformulate and Partner with 3 Phases Energy Services, LLC
Launch PaloAltoGreen 2003
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Success to Date

PaloAltoGreen History and Accomplishments

Accomplishments
10% Within First 2Years of Program
Nationally Leading Program 2004 – 2007
Best of its Size – 2005
Best in Nation 2006
Wind Power Pioneer Runner-Up – 2006
Green Power Community – 2006
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Program Management Best Practices

What An Excellent Partnership Looks Like

Strong commitment from both sides
Learning to dance gracefully
1 Step Ahead of the Curve
Willingness to try new and out of the box 
marketing strategies

The Inside Scoop
Program Manager role with Utility
Program Manager role with City
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Marketing Best Practices

Winning Marketing Pieces
Bill Insert

Bangtail

Direct Mail
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Marketing Best Practices

Messaging:
“Let’s be #1”

Bill Inserts
Messaging: Let's be #1
% response: 0.69% 
COA: $10.53
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Marketing Best Practices

Messaging:
“Did you know you can
choose renewable?”

Bangtails
% response: 0.63% 
COA: $7.56
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Marketing Best Practices

Messaging:
“Help us become #1”

Direct Mail
% response: 3.33% 
COA: $15.02
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Marketing Best Practices

Other Highlights

Photography and Branding, a word of caution 
Re-design of CPAU Website
Excellent CPAU Customer Service
Becoming a Green Power Community
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Community Involvement and 
Tipping Point Principles

Willing to Experiment and Try New Tactics
Yard Signs

Very successful: visual display of community support
Over 500 distributed since April, 2005
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Community Involvement and 
Tipping Point Principles

Willing to Experiment and Try New Tactics

Alix Mayer and her neighborhood group
Cinema advertising/Email Newsletter
Events – people come to us now

16% and still rising
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Conclusion

Just wait, we are on the road to 20%
A community Campaign for renewable energy will capture 
the hearts and minds of the community and drive the 
deeper penetration
You can achieve 5% and 10% participation, think of the 
difference that will make
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Conclusion

Partnering with a renewable energy marketer injects 
excellence in marketing and sales
Be open to continually experimenting with new tactics 
and techniques
Learn from the experimentation we’ve done and put it to 
good use
If you have a good idea, give me a call and tell me about it!
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Contact information
Brian Ward

650-329-2251
brian.ward@cityofpaloalto.org


